Introduction
Tourism destination branding is a lengthy process that includes an evaluation of the image by the visitors, but also by the intended target market (Lončarić, 2014) .
Research on this topic looks into the features of the destinations that aim to be competitive in terms of financial resources. Lucarelli and Berg (2011) refer that a multidisciplinary focus, including approaches from marketing, tourism, geography, and urban planning characterize research on the production, consumption, and analysis of city branding. That fact explains, in part, the theoretical fragmentation that pervades the studies on this topic and which define the object study using different nomenclatures such as place marketing, place branding, city marketing, city branding, destination marketing, destination branding, urban marketing, urban branding, etc.
According to Merrilees, Miller and Herington (2009) , city branding is a subfield of destination and place branding and it differs from these by the specific focus on brand positioning regarding the residents and investors. More than development, communication, and management of the image, city branding is a tool able to assist the public administration in the creation of competitive advantages for the city.
City branding should not be a tool used solely to promote the destination externally. It is also a way of promoting and strengthening residents' sense of belonging and pride in their culture and local attractions. Residents are the main responsible for image formation thus, it is important to analyze their attitude and opinion regarding current city branding. This perception may indicate the resident's intention to remain living in the destination, which shows a sense of belonging to the place or, instead, the intent to look for a new residence, indicating that this resident does not identify with the brand and local culture (Zenker, Braun, & Petersen, 2017) .
Regarding the destination branding strategies, Choo, Park, and Petrick (2011) refer that developing internal branding strategies in association with external branding is essential to understand how residents recognize, understand, and identify with their place as a brand, which can in turn influence their host attitude and behavior towards visitors.
In this context, the current study analyzes the attributes of Blumenau city brand from the residents' perspective. The work looks into the relationship between the characteristics of the municipality, the residents' overall assessment of the city, and their intentions regarding their own future.
Blumenau is a municipality located in the Center-North of the State of Santa Catarina, southern Brazil. Founded by German immigrants, in 1850, Blumenau maintains the traditions in the architecture, food and the typical festivals, in which Oktoberfest stands out, a beer festival inspired in the event which occurs in Munich (Germany). Such cultural manifestations strongly affect the self-image of residents, as the Focus research (2014) verified. Currently, the municipality has an estimated population of 330,000 people and a GDP around R$ 10 billion, the 62th in the country and the fourth in the state. The HDI-M (Human Development Index -Municipal) of Blumenau is 0.806, a value considered very high.
The theoretical framework of this study draws on the valuable contribution of Merrilees, Miller, and Herington (2009) , whose original work serves as preliminary reference for the definition of the research tool for empirical data collection. This works is organized as follows: Introduction, Theoretical Framework, Methodology, Presentation and Discussion of Results, and Final Considerations.
Theoretical Framework
Cities, like organizations, use marketing as a planning strategy, positioning in the global market of locations through the symbolic construction of their image (Carniello & Candelária, 2008) . Pereira (2001) posits that such discussion dates back to the 1970s, when the first guidelines on the application of marketing appeared.
Place marketing is the idea of discovering or creating uniqueness, something that differentiates a place, in order to obtain a competitive brand value and enhance the attractiveness of the place marketed (Ashworth & Kavaratzis, 2009) . In this way, the infrastructure, the service provision, urban planning, among other tangible aspects of the city become critical to maintain competitiveness and reach other target markets (Pinto & Meneses, 2010) .
The destination brand, apparently, links to the residents' identity, support, and image of the city. Studies by Weaver and Lawton (2013) , Prayag, Hosany, Nunkoo, and Alders (2013) , and Gursoy, Kim, and Uysal (2014) show that these aspects, in addition to tourism development relates, among others, to the length of residence, local identity, direct benefits from the development of tourism, economic and social improvements and to the appreciation of the destination by visitors.
Such conditions can also link to resident's attitude in supporting the development of tourism and thus, remaining or not living in the place depending on how they perceive the image of the city that results from city branding (Weaver & Lawton, 2013) and direct marketing.
Place marketing represents a local management philosophy, aimed at complementing the institutional planning. Within this context, places explore their brand using techniques of product and corporate branding (Kavaratzis, 2005) . The trend is especially apparent due to the growing importance of leisure, entertainment, and cultural industries, both for visitors and for residents. Recent studies have examined the advantages of branding for local governments, private organizations, and tourism network system (Aureli & Forlani, 2015) , and the nature of cooperation (Zemla, 2012) . Also, studies have focused on the destination marketing value chain model which relates tourists' feelings, brand perception and level of satisfaction (Tuo; Chen & Bai, 2015) ; the value of gastronomy in tourism destination management (Kesimoğlu, 2015) ; brand performance over time, in terms of measures of effectiveness of past marketing communications as well as indicators of future performance (Pike, 2015) .
Meanwhile, the approaches initially focused on a general marketing perspective gradually turned to place marketing management. In the scope of tourism, Kerr (2006) and Qu, Kim, and Im (2011) verified the consolidation of approaches such as place branding, location branding and destination branding, while in the other end Kavaratzis (2004 Kavaratzis ( , 2005 Kavaratzis ( and 2007 notes a transition for what is called city branding. In effect, Parkerson and Saunders (2005) , Zemla (2012) and Borzyszkomski (2015) , identify similarities between corporate brand management and city branding, linked to authenticity, culture, architecture and urban space (García, 2012) . Such concepts also apply to regions or countries (Herstein, 2012) , giving rise to an array of indicators and scales for assessing activities in this field (Zenker & Martin, 2011; Sevin, 2014) .
Place attributes enhance attractiveness, trust, and credibility positioning the city in the global setting and contributing to socioeconomic development. Therefore, if a city wants to attract visitors, business, entrepreneurs, or even improve its image to residents, it should develop a plan in order to assert itself as a good place to visit, invest, or live, which is crucial in an environment of global competition for resources (Eshuis, Braun, & Klijn, 2013) .
Thus, to ensure the success of tourism development in a geographic area it is essential, according to Cañizares, Tabales, and Garcia (2014) , to consider all stakeholders. In addition, a tourism plan must take into account the perceptions and attitudes of the local community regarding the impact of tourism development and the economic, environmental, and socio-cultural aspects perceived by residents.
Competition between places forces them to improve the attractiveness. As Merrilees, Miller, and Herington (2009) A destination should not be attractive only for tourists and visitors. It should also provide sources of entertainment, recreation, and image and identity formation for local residents, promoting knowledge, recreation, and socialization. At the same time, the destination should promote its image and identity in such a way that residents would feel part of the brand (Ko & Stewart, 2002) and also, promoting the feeling of appreciation of culture through city branding. The attractiveness of a territory does not relate only to the number of tourist attractions in the destination, but also to the set of improvements of infrastructure, access, landscape, and territorial and economic improvements (Kyvelou, 2015) . In this perspective, Servillo, Atkinson, and Russo (2011) posit that the "quality of place" will influence its brand, competitiveness, and attractiveness, since tourists not only visit the attractions, but also consume local products and services.
Place narrative, besides city marketing, should take into account the relationship between visitors and residents, from the economic, sociological, psychological, and aesthetic perspective (Marques & Richards, 2014) , as well as the cultural heritage, events, tourism attractions, and infrastructures (Folgado-Fernández, Duarte & Hernández-Mongollón, 2015) .
The resident of a community has a key contribution to the cultural context and attractiveness to tourism development (McDowall & Choi, 2010) , as these will have their habits, customs and cultures directly exposed. The development of tourism can change relationships between locals and their community. Ko and Stewart (2002) consider that the residents' perception and attitudes towards tourism impacts are likely to be an important factor for the planning and policy for the successful development, marketing and operation of existing and future tourism programs.
Given that residents play different roles for the success of city branding process, their evaluation of city's attributes is directly related to the efforts of brand positioning, acting as brand ambassadors or as citizens who legitimize the efforts to create a unique brand image of a place Kavaratzis & Zenker, 2013; Chuang, 2015) . From this perspective, city branding can be a democratic and legitimate tool for city governance, equating the residents' self-image of the city with that of the governmental communication.
Methodology
In terms of methodology, the current work is classified as basic research (on the nature of the study), quantitative (on the problem approach) and exploratory (on the objectives). With respect to technical procedures, this study adopted the documentary review and the survey methods.
We collected data through structured, self-administrated questionnaires, To sum up, the guiding hypotheses of this study are the following: -H1: There is a positive relationship between the evaluation of the attributes of the municipality and the attitude towards the Blumenau brand.
-H2: There is a positive relationship between the evaluation of the Blumenau brand and the residents' intention regarding their own future.
The residents of Blumenau are the target population (universe), around 310,000 people, and 417 selected subjects compose the (probability type) sample. Quotas were 
Presentation and discussion of results
The presentation and discussion of research data is divided into three main parts. The first moment presents the results through descriptive statistics, showing the frequency distribution. Next, we depict the findings resulting from analytical and inferential statistics. Finally, we discuss the implications of the findings in the context of the guiding theoretical framework.
The results wherein depicted are a preliminary approximation to the topic, aiming to contribute to further studies within this field of knowledge and in its economic, geographical, political, and cultural context.
Descriptive Statistics
First, we present the socio-demographic characteristics of the respondents: gender, age, marital status, income, children, and place of residence. 
Mean of the dimensions
The Identity dimension scored the highest mean (5.22). For most respondents, the municipality values its German culture, the population is proud of that tradition and the city has become known in the country for that. The Business Creativity dimension came second (mean of 5.16). The result indicates that the respondents consider that the municipality is a good place for companies to set up operations and to make business, and that the local companies are growing and there are many job opportunities in the city.
On the other hand, Transport dimension exhibit the least mean value (2.29), revealing that people heard in the research are not satisfied with the traffic in the city, the works carried out on the streets and the poor state of roads in general. The Governmental Services dimension has the second lowest mean (3.44). The result reflects the discontent of respondents regarding the access to health and education, the quality of service in health centers, hospitals, schools and on public transport, as well as the Government's capacity for decision-making.
The Identity dimension stood out among the highest scores, while Transport had the lowest score. On its part, the Cultural Activities dimension (events, festivals, concerts, etc) had intermediate levels of satisfaction.
The individual analysis of the units that made up the dimensions of the study pointed out that the variable "it is for the German culture, manifested through the festivals and traditions that Blumenau is recognized throughout the country" scored the highest overall average (5.69). On the other hand, the variable "works on city streets do not cause inconvenience" recorded the lowest score (2.01).
Cross-check of the results with the socio-demographic variables of the respondents showed that the overall mean falls between 4.27, assigned by female respondents, and 4.56, by male respondents. Among women, the means of the dimensions varied less than among men.
Among female respondents, the Social Ties dimension obtained the highest mean (4.94), while Business Creativity had the worst evaluation (3.30). Among male respondents, the Government Services dimension exhibited the highest average (5.91) and Transport category accounted for the lowest score (3.45). In both cases, a data filter by gender reveals evaluations that contrast with the general results of the survey.
From Table 2 , it is possible to observe that, in some aspects, there is a clear difference in assessment between men and women. This is the case of Business Creativity dimension, which men evaluated more positively than women, 5 and 3.30 means values, respectively. Regarding Governmental Services there is also a noticeable difference in the assessments. Male respondents evaluated this dimension with a mean value of 5.91, while women classified with a mean value of 4.58. Finally, in general, men evaluate more aspects with higher scores (overall mean of 4.56) women (overall mean of 4.27).
Table 2 -Means and Socio-demographic Variables Researched
Regarding the assessment by region, in general the residents of the Southern Region, comprising the neighborhoods of Glory, Garcia, Progress, Valparaiso, and Vila Formosa, are those who evaluated the dimensions more negatively in terms of overall mean. The worst rating, with an average score of 2.94, was the dimension Social Ties, which evaluates the ease of making friends in the city, hosting tourists, and whether or not Blumenau is a good city for families. The best score given by the residents of the Southern Region was to Transport. This dimension had the second best mean per region (5.09), behind only the northern region. Compared to other regions, the south did not give the best evaluation to any of the dimensions.
The Eastern Region, formed by the neighborhoods of Fortaleza Alta, Nova Esperança, Ponta Aguda, Tribess, and Vorstadt, in general, made the more positive evaluations, considering the mean of all dimensions (4.78). The issues related to Social Ties, which received the worst evaluation in the south, was the best-evaluated dimension in the Eastern Region, with an overall mean of 5.88. On the contrary, the worst rated dimension for easterners was Identity, represented by culture and German traditions, with an overall mean of 3.91.
Regarding the Nature dimension, its preservation, conservation, and the amount of natural beauties in the city, the Central Region (Boa Vista, Bom Retiro, Centro, do Salto, Escola Agrícola, Itoupava Seca, Jardim Blumenau, Ribeirão Fresco, Victor Konder, and Vila Nova), had the highest score, with a mean of 5. between the lowest (1 and 2) and highest (6 and 7) scores subsets due to the respondents' dissatisfaction with a series of issues regarding the administration of the municipality which are local government's responsibility. Among others, we can mention traffic problems, maintenance of streets, schools, hospitals, and healthcare services.
Such evaluation had a strong influence (0.81) on the respondents' intention of remaining in the municipality. However, despite the critical view about the city (overall mean of 4.43), the respondents realize that -when compared with other places, for example -Blumenau is a good place to live in. Inverse relationship (going back) correlation justifies the mentioned conclusion, with statistically close value (0.78).
Subsequently, we performed an exploratory factor analysis using the main components and varimax rotation. This work followed two criteria: extraction of factors with eigenvalues greater than one and commonalities greater than 0.50.
Following, Table 3 depicts these data. Blumenau and the actions that contribute to it, such as cultural activities, events, constructions, and the existence of leisure spaces and parks in the city. The second factor is Initiatives, and represents the business growth and the ratio of the enterprises in the city, whether for business or leisure. This factor is composed of only three variables. The third factor, Public Services, represents the quality of the services offered by the Government (health, education, transport, and government administration). It is composed of six variables. Finally, the last factor is Reputation, which addresses the aspects of quality of life, pride, and willingness to live in the city, the culture and tradition, and also social relations.
Discussion
Research data analysis confirmed the hypotheses (H1 and H2) that guide the present study. The monitoring of such indicators sets up an important management strategy for the local public administration (Kavaratzis, 2005; Gaio & Gouveia, 2007; Pinto & Meneses, 2010) , since the residents' image of the city can influence both the relationship with the government and the investors and visitors' perception of a certain place (Braun, Kavaratzis & Zenker, 2013) .
Specifically in the case of this study, the cultural heritage of German settlersarchitecture, cuisine and typical festivals -, who founded the city in 1850 stands out of an element of local identity that residents strongly value in their everyday life. The selfimage of the population represents a key element for the tourism positioning strategy of Blumenau. The study highlights the need for the identification of the residents with the destination brand in order to maintain the consistency of the image to tourists.
The desired outcomes in the communication can be achieved if the residents understand their role in it (Choo & Park, 2011) .
To some extent, such result validates the ongoing external promotion actions of the city, inasmuch as that there is a coincidence between the way residents see themselves and the approach of media advertising campaigns.
The participation of local residents in tourism activities should be encouraged, and these must be compatible with the local identity. Such actions add to increase resident's relationship with the identity of the place, which, in turn, makes local residents feel even more satisfied (Wang & Chen, 2015) . Thus, a favourable assessment of the community, which is also a destination for tourists, can be generated. Given this, it is necessary to know the residents' opinion and evaluation of the destination for tourism planning purposes.
When residents perceive themselves as an active part of the city, which influences the decision-making on the future of the municipality, they assume the role of brand ambassadors to the visitors, which certainly contributes to the development of initiatives in this segment of economic activity.
Final Considerations
The results (Merrilees, Miller & Herington, 2009) . A place that has a prospect of maintaining the population in its territory increases its attractiveness to new business (trade, services, industry, etc.) and, therefore, increases the possibilities for their own socio-economic development. In this context, marketing is an institutional planning tool that contributes to the construction of the symbolic image of the city (Carniello & Candelaria, 2008) , associating a unique concept to the locality and increasing its competitiveness in a physical and virtual market oblivious to borders (Ashworth & Kavaratzis 2009 ).
This research offers a theoretical and practical contribution to the work related to destination and place branding management in general and city branding in particular, as the work related to the study of the attributes that influence the attitudes toward the image of cities. In this sense, research results contribute specifically to the expansion of the literature on the subject, city brand benchmarking, the knowledge of the regional reality and its possible implications for the development of local tourism and the positioning of Blumenau as a tourism destination. The results presented here are a first approach to the research problem, aiming to contribute to further research within this field of knowledge. Although the study refers to a socio-economic, geographic, and cultural context in particular, we believe that the results -as research hypotheses -can be applicable to other markets with similar characteristics, given that the analyzed variables can be applied to different contexts.
For future studies, we suggest further research in two distinct and 
